Corporate Social Responsibility (CSR) is implemented unevenly in the Spanish tourism industry. The country's hotel infrastructure is not an exception. Many researchers have focused on finding out to what extent the implementation of CSR is ideal from a hotel management perspective and what its effects and consequences are. To a lesser extent, this work has analyzed how and how much consumers rate socially responsible actions, particularly those associated with the environment, society and the economy. This work aims to analyse from a consumer perspective, the influences that certain environmental, economic and social actions have and if these have a bearing on purchase intention. A reflexive model is used to confirm hypotheses and the partial least squares technique is used, because it does not require the variable normality factor and it is suitable for research models whose objective is to predict the effects of some variables on others. The main conclusion of this study is to establish the effects of CSR on consumer perception, considering different factors of major importance. To be specific, intervention where the factors are concerned ought to enhance the perception of the social, economic and environmental dimensions. All the relationships found between the different factors stand out, except for social dimension (the one with lowest intensity), which is not only significant but also serves to definitively validate our model.
